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About the Sponsoring Organizations 

The Aspen Institute - Business and Society Program 

The mission of the Aspen Institute Business and Society Program (Aspen BSP) is to 
develop lea dens for a sustainable global society. Aspen BSP creates opportunities for 
cross-sectordialogue and partnerswith business executives and educators to explore 
new pathways to sustainability, with a special foe us on the training and development of 
business leaders. Its websites, www.BevondGrevPinstripes.oro and www.CasePlace.orci , 
are the leading sourcesof innovative curriculum in top business schools a round the 
world. 

Net Impact 

Net Impact isa network of more than 11,000 new-generation leaderscommitted to 
using the powerof business to improve the world. It isalso one of the most innovative 
and influential networksof MBAs, graduate studentsand young professionals in 
existence today. Net Impact members believe that businesscan both earn a profit and 
create positive social change. Through a central office and more than 100 chapters in 
citiesand graduate schoolsaround the globe, Net Impact offersa portfolio of 
programs that enable members to transform this ideal into measurable results. 
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Introduction 
Purpose of this Guide 

The purpose of thisguide is to provide studentswith too Is for incorporating social impact 
management (described below) into their business school environments. Providing 
ideas, resources, and "how to" steps for shaping the business school experience, this 
guide helps students collaborate with faculty and administrators to meet particular 
objectives. The body of the guide lays out so me of the challenges and opportunities for 
making change, and the appendicesofferspecific resources. 

As students, you may have more leverage to make changes than you realize. Faculty 
membersdo listen to studentsand many appreciate student efforts because they 
demonstrate the groundswell of demand and provide the legitimacy of the "voice of 
the customer." 



What Are Social Impact Management and Sustainability? 

Social Impact Management is the term thatThe Aspen Institute Businessand Society 
Program (Aspen BSP) has pioneered to describe "the field of inquiry at the intersection 
of business needsand widersocietal concerns that reflectsand respects the complex 
interdependency between the two; itfocuseson how to manage thiscomplex 
interdependency to the mutual benefit of both." (See readings by Gentile in the 
References section both to understand social impact management more fully and to 
see where it fits into common to pic sin the business school curriculum.) Without an 
understanding of this interdependency, neither business northe society in which it 
operatescan thrive. In fact, this understanding isbecoming increasingly essential as 
private corporations grow in size and influence, and public pressure intensifies for them 
to address pressing social and environmental concerns. (For more on social impact 
management, visit Aspen BSP's www.CasePlace.oro , described in AppendixC: 
Resources for Change. 

Sustainability is an aspect of Social Impact Management and refers to managing 
business operations so thatthe use of environmental and othersocial resourcescan be 
sustained overtime. Many definitions of sustainability have evolved through research 
and implementation. In its broadest sense, it encompassesthe inter-relationship of 
financial, social, and environmental factors. The general spirit of sustainability is that 
over-consumption of inputs or over-generation ofwaste productsdoesnot provide a 
sustainable equilibrium. Proponents of the term believe that it may get more people on 
board with long-term issues than more politically charged terms like environmentalism, 
while retaining concern for political debate about priorities, regulation, and standards. 
We mention sustainability separately here, though it isone of many issues that fa II under 
the rubric of social impact management, because it isa term with wide currency and 
one that sometimes captures the interest of potential allies in a change effort. 
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Implementing Change: Academic s&Co-cunicular Activities 

Broad-based Cultural Change in a Strong Institution 

Bringing a new mindsetabout businessand society into the business school isa broad- 
based cultural change. Business schools have been called "strong institutions," 
inasmuch asthey provide a deep socialization to a way of thinking about the world, 
usually with an emphasison business-as-usual and free marketsasforcesforsocial 
good, short-term performance asthe appropriate goal, and maximization of 
share holder value asthe vehicle for optimization of business and social outcomes. This 
worldview often pervadesstudent thinking and discussion by the end ofthe first 
semester. 

Making change in strong institutions, where groups of people spend large amountsof 
time in an intensive immersion experience, ischallenging. It requires multi-pronged 
interventions in different partsof the institution. Often making changesin the classroom 
and curriculum isan essential place to start, howeverco-curricularenvironmentscan 
be equally important and influential. 

A few specific guidelines for making change in your business school include: 

• Begin with a small, committed team. While it is important to galvanize as many 
people as possible behind yourefforts, beginning with a small working group can 
help focuson tangible results, build early consensus, and make stridesthatthen 
leverage greater involvement. 

• Do a SWOT ana lysis— Strengths, Weaknesses, Opportunities, Threats. By assessing 
your institutional environment, you can understand yourschool's respective 
resourcesand needs, and set clear, reasonable goals. 

• Pursue visible outcomes. A few early successes will motivate othersto join your 
cause and demonstrate to a few key stakeholders that you are serious. 

• Plan an early event A speakeroran open meeting (food and beverages often 
attract a crowd!) helpsbuild momentum and cast a wide netto build a broad 
base of support. 

Academics 

Implementing change in the academic realm can be difficult, especially if your school 
hasa longstanding core curriculum or another established approach. The following 
section discusses engaging faculty and administrators and changing the curriculum. 

Faculty in a Variety of Disciplines 

Faculty memberswho already teach and do research related to social impact 
management are important allies. A few core faculty members, especially those with 
tenure (who may have more institutional influence or staying power) can be excellent 
agents in getting a broaderrange of stakeholders involved. 
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As you think beyond the more obviousfaculty allies, listen forplaces where professors 
raise social issues, talk to them afterclass, and try to help meet their needs in 
incorporating these issues into the classroom. There are many faculty members who 
are interested in bringing sustainability and social impact management into the 
classroom, but their busy schedules, lack of specialization in these areas, and lackof 
incentives to divert time from research to teaching may keep them from doing so. 

HP-> If a group of studentscan do some research and then propose meaningful 
teaching modules— consisting ofcasesand supplemental teaching materia Is-faculty 
members may be more likely to integrate them into their courses. A great place to start 
is Aspen BSP's CasePlace.org ( www.CasePlace.onr ). a website noted in Append ixC: 
Resources for Change and WRI'swebsite of syllabi from courses that include social and 
environmental content ( http ://bell.wri.orq/svllabi.cfm ). 

Deansand Administrators 

As you work with faculty members, you also want to think about how best to get your 
agenda onto the radar screens of deansand administrators. 

HP-> Getthem interested in how their school isdoing relative to others in the Beyond 
Grey Pinstripes report, discussed in AppendixC: Resources for Change. Emphasize that 
some prospective students select schools- orbreaka tie between attractive schools- 
in terms of how they handle environmental and social topics. The opportunity for 
connections to local businesses - either as recipients of student consulting help for 
economic developmentorassourcesof speakers, partnerships, and ideas- may also 
interest business school leaders. 

Curriculum: Core and Electives 

Many people believe that offering one or more elective courses in various aspects of 
businessand society— such ascoursesin Nonprofit Management, Social 
Entrepreneurship, and Corporate Social Responsibility— is the hallmark of commitment 
to these issues. Electivesare vital so that championsof social impactcan gain deep 
understanding and analytical skills and the ability to make the case for change. As you 
work to create electives at your business school, you may want to compile a list of 
related classesat other schools within your university (if applicable), such asthe school 
of social work, law school, and programs in public health, public policy and 
government. 

Electivesare important, but the socialization experience for most students happens in 
the core courses. Some core courses devote a weekto a module on ethics issues, such 
asEthicsin Accounting orEthicsin Marketing. A more powerful approach can be to 
interweave social impacts throughout the course. 

HP-» If you thinkfaculty membersand students may not be convinced of the value of 
teaching and learning about social impacts, you may want to conduct a survey— 
questionsadministered before and aftera given course— to gatherdata reflecting the 
short-term value added gained by your classmates. You could leverage the 
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PowerPoint presentation developed by Net Impactthat summarizesthe survey 
responses of nearly 70 chapter lea dens from world-wide graduate/MBA programs 
(accessthis presentation at www.netimpact.org/curriculum ). You mightalso consider 
reaching out to alumni and asking them about the long-term relevance of an MBA 
curriculum related to social impact management. 



Co-c uiric ular Activities 

Issuesof sustainability and social impact management can be incorporated into a 
variety of co-curric ular activities, particularly those related to professional studentclubs 
and yourschool'scareermanagement office. Beyond simply raising awareness among 
the broader student community, social impact management activitiescan be directly 
linked to students' post-MBA professional pursuits. 

• Speaker series, conferences, workshops, and panel discussions- In orderto boost 
student interest, bring in high profile people who emphasize the increasing 
importance of these issues for leadership. In addition to inviting speakers, you may 
want to organize a social impact orpublic interest industry panel, where 
professionals and prospective employers address "untraditiona I" career 
opportunities for MBAs. In addition to reaching out to alumni of your institution, you 
can consult a list of professionals willing to speak on issuesof sustainability and social 
impact management on Net Impact's website, www.netimpact.orq . You can also 
work to build a student-run conference on social impact management. Checkout 
this year's Business* Environment* Learning* Leadership (BELL) conference hosted by 
Comell'sCenterforSustainable Enterprise atthe following link: 

http :// www. jo hnson.comell.edu/sqe/bellconference.html 

• Case competitions- Incorporate a case addressing social impact issuesinto an 
existing case competition or create a competition to get a wide array of students 
involved. The annual WalterV. Shipley Business Leadership Case Competition, 
sponsored by J P Morgan Chase in collaboration with Aspen BSP, attracts students 
with a wide range of interests from a number of schools to delve into a case that 
can only be thoroughly analyzed by considering social impact management. 

• Research projects through corporate-sponsored Centers- Many business schools 
now have such Centers and have Research Assistant opportunities, in which you 
can connect to businesses a nd/or faculty members to pursue these issues directly or 
to interweave them into a project on other business topics. A historical example of 
this partnership is the Boston College CenterforCorporate Citizenship Best MBA 
Paperin Corporate Citizenship contest co-sponsored by Net Impact. 

• Studentclubs- Find waysto incorporate topicsin the realm of social impact 
management and sustainability into the activities of other professional clubs. For 
example, contribute speakersorpanelson microfinance, socially responsible 
investing, orsocial entrepreneurship to conferencescoordinated by yourschool's 
finance orentrepreneurship clubs. Othercollaborative initiatives with the minority 
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businessclub, the women'sclub, marketing, or international business clubs might 
broaden interest. 

• Draw on the resources of Net Impact - Take advantage of the growing chapter 
network by connecting with other chapters throughout the world and sharing best 
practices. Asan official Net Impact chapter, you have access to an online "Best 
Practices Lib ran/ at www.netimpact.orci/bestpractices " that highlights innovative 
initiatives among chapters. Attend Net Impact's Annual Conference (at Stanford 
University, in November 2005) and encourage other students to join you. See if the 
administration will provide travel grants as a tangible form of support. Leverage Net 
Impact's PowerPoint of survey results as marketing material 

( www.netimpact.orri/curriculum ). Become an individual memberof Net Impactto 
receive breaking news in corporate social responsibility to stay up-to-date on the 
major issues. 



In Closing: Keeping the Momentum 

Spreading the Word and Learning from Successes 

Let Net Impact Central and Aspen BSP know what you are doing - submit a story to Net 
Impact's Leading Business newsletter to highlight your chapter's sue cesses thro ugh 

membeiship(5netimpactoro . 

Leave a papertrail forfuture students- one way to do so is to contribute to thisguide. 
You can contact Aspen BSP with stories about successes and learning from failed 
initiatives. To share your experience, contact info@aspeninstitute.org . 

To paraphrase the social psychologist and public policy activist Kurt Lewin: To really 
understand how organizations work, try to change one. Your business school days 
provide you with a chance to engage the work of an internal change agent. These 
are skills that you will take into yourfuture job asa manager. Organizations need 
people who are capable of recognizing problemsand opportunitiesand pushing the 
organization in new directions. Had there been more such adept internal change 
a gents able to intervene, perhaps the well-known sc and a Is in current organizations 
might have been averted. 
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Appendix A: Making the Case for Change 



A well-designed change effort begins by demonstrating the case for making change, 
identifying the sources of demand forchange, and understanding the incentivesfor 
key players to engage in change. 

The Case forChange 

Why is it important that business schools change to offermore training and materia Ison 
sustainability and social impact management? You will find reasonsthat are resonant 
in your school and for particular classes. Aspen BSP has identified some compelling 
reasonsthat have been used to inspire change, which include: 

• Business school students, as the managers of the future, need the skills to 
manage atthe complex intersection of business and social concerns. With 
such skills, they can both seek opportunities where businessescan address 
social needs- and avoid crises. 

• Business is poised to offer solutions to social and environmental problems 
while also drawing upon and profiting business operations. The search for 
these areas of synergies requires a cadre of business leaders with a new kind 
of training, perspective, and analytical capabilities. 

• Of the world's 100 largest "economies," 51 are multi-national corporations. 
The stewardship of resources and cementing of civic institutions clearly 
involve the role of businesses and business leaders. 

• Business leadersworry that major stake holders have lostfaith in the capacity 
of business to deliveron itspromise of enhancing "the wealth of nations." 

• A finding from the 2003 Beyond Grey Pinstripes study: Business schools a round 
the world have broadened the coverage of social and environmental 
stewardship. However, the depth of coverage of these issuesin MBA 
programs is still quite limited in the core courses that shape the MBA 
experience, such asfinance, accounting, marketing, operations, and 
organizational behavior. 

Business school training is strongly influenced by the discipline of economics and often 
starts from the premise thatthe purpose of the firm is to maximize share holder value. 
However, many managers recognize thatthe goalsand activities of the firm are more 
complex and multi-faceted than the idea of maximization on a single axis conveys. 
They have to take into account the political, legal, environmental, social, and 
normative context in which the firm operates and the interests of a wide range of 
stakeholders including employees, customers, suppliers, lenders, and the community. A 
wide array of alternative modelsof the purpose of the firm and forms of corporate 
governance could be brought into business school training for consideration and 
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debate (forexample, one such view is laid out in the readings by Blair and Stout in the 
References section). 

The Demand for Change 

There are currently many forces pushing for introduction of sustainability and social 
impact management into the business school curriculum. Indeed, knowing and 
presenting these data can be a first step toward influencing change. 

Student demand. In the Student Attitudes Survey conducted by Aspen BSP, students 
indicated both their interest in social impact management topicsand theirconcem 
that business schools were offering insufficient training in thisarea.The November2002 
online survey included responsesfrom 1,700 MBA studentsat 12 leading international 
graduate schools of business. (Formore information, visit www.aspenbsp.org . Lookfor 
the Student Attitudes Survey underWhat We Do - Research and Resources.) The report 
on the survey presents finding sand raises questions: 

In addition to the Aspen BSP survey, the rapid growth of Net Impact chaptersand 
membership also points to student demand forsocial impact management curriculum. 
In the pastyearalone, the Net Impactchapternetworkhassurged by 50% to nearly 
100 chapters worldwide and membership has almost doubled. Moreover, according to 
the 2003 Beyond Grey Pinstripes report, student activities- such as conferences, panels, 
seminars, and case competitions- are an important mechanism whereby schools 
provide studentswith wider exposure to social impact management and 
environmental concerns. 

In advocating change atyourschool you could use the above data from the reporton 
the Student Attitudes Survey (available at www.aspenbsp.org ) or conduct your own 
survey atyourschool and share the results to stimulate discussion. Taking the pulse of 
your own school is a good way to understand the extent and nature of the demand for 
change - and to interest faculty, deans, and administrators in yourchange efforts. 

Faculty interest and deans' concerns. Faculty and deansare under increasing outside 
pressure in the wake of widely publicized corporate scandals. They recognize the 
importance of addressing timely topics. 

Alumni interest Alumni are vested in retaining the good reputation of the school from 
which they have theirdegree - it is the source of their educational capital. Many are 
quite concerned if scandalscan be traced to alumni from theirschool. They might be 
interested in partnering with current students to bring to life the lessons they wish they 
had learned in the business school classroom. Alumni also sen/e as a Hies to students and 
can bolster their efforts by supporting student Net Impact chapters. 

AAC SB initiative. The Association forthe Advancement of Collegiate Schoolsof 
Business (AAC SB) - the major accrediting organization for business schools- is 
undertaking an initiative to emphasize ethicsin business school education. You can 
leam more a bout this organization - which hasleverage with many business schools - 

at www.aacsb.edu. 
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ftessure from investors, the media, and the public. Many stake holders from all sectors 
now identify business sc hoolsashaving an important responsibility to create leaders 
who are responsible to the communities in which they operate. 

Inc entives for C ha nge 

Whatmight motivate key playersatyourschoolto get involved inthischange effort? 
How can you align the concerns of faculty and administrators with yourconcems, to 
build momentum forcha nge? 

Reputation effects. Emphasize that other schools are making moves in thisdirection and 
are receiving positive reputational effectsasa result, which attracts new students, 
recruiters, and alumni donors. [See the discussion of the Aspen BSP and WRI "Beyond 
Grey Pinstripes" ranking of the efforts and innovations at business schools.] 

Rewa ids for excellence. Faculty who teach and do research in these areas need no 
longerbe on the marginsof their school ortheirfield. The Faculty Pioneerand Rising 
Star awards, given by Aspen BSP and the World Resources Institute, recognize faculty 
excellence and give faculty members attention in their schools. Mobilize an effort to 
nominate faculty who take social impact management seriously forteaching awards 
at your school. (Visit www.BevondGrevPinstripes.orc for more on school ratings and 
faculty awards.) 

Careeroffice. The membersof yourbusinessschool'scareeroffice may wish thatmore 
recruiters would place more importance on students' capabilitiesformanaging 
sustainability and social impact management. Top business leaders recognize thatthe 
next generation of leaders will need these skills, but this vision rarely animates the more 
short-term foe us of recruiters seeking to fill entry-level positions. Working together, you 
might make some changesin what isemphasized in the recruiting process, which 
achieves your change agent goals and fulfills the professional interests of career 
counselors. 
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Appendix B: Approaches to Change 

Some thoughts about approaches to change, based on research and practice, might 
be helpful to keep in mind. 

Framing and Persuasion 

How an issue is framed affects the way that listenerscan hearit. Forexample, 
proponents of the no-smoking ban in restaurants in Boston call it a "workplace smoking 
ban" (emphasizing the health risks for workers) ratherthan a "restaurant smoking ban." 
Asanotherexample, Prof. Michael Porter, well-known writeron strategy from Harvard 
Business School, applied his strategy insights to innercity economic development, and 
reframed "depressed innercities" into "the competitive advantage ofthe innercity" 
(see References), emphasizing overlooked business opportunities in under-served 
ma rkets. 

Framing the question shapes how people engage the discussion. Forexample, in one 
course at a business school, the professorgot students to think critically about 
capitalism. He did so not by asking the question of what iswrong with capitalism, which 
usually raisesstudent hacklesand thwarts critic a I discussion by provoking a defense of 
capitalism. Instead, hisopening frame wasthat capitalism wasa terrific system - yet we 
had failed to deliveron all its promisesand preconditions. Why? What needed fixing? 
How could we fully realize the benefits of capitalism? How could we restore some of 
the presumed starting conditions for capitalism (such asfree entry to markets)? 

Shifting the conversation with a simple comment can be persuasive. Forexample, at 
another business school, the discussion in a required Human Resource Management 
class was escalating in the direction that layoffs were a business necessity and that they 
were not a social cost as long as, in the termsof Milton Friedman and othereconomists, 
"laborwas mobile on the margin." Thatis, employeescould move geographically to 
where the new jobswere, and thereby laborwould be best allocated to productive 
ventures. Instead of making a case that layoffsare undesirable and being dismissed as 
soft and sentimental, one student simply inserted a question and a fact. "Did you 
know," he asked, "that only 5% of a II American children see their grand pa rents more 
than once a year?" Hisquestion reframed what wasat stake in an abstract discussion 
of labor mobility. As he commented afterclass, even the most conservative students 
seem to take the idea of family quite seriously, and this fact surprised and disturbed 
them. He felt that being armed with a few facts to reframe a discussion was the best 
way to be a change agent in the classroom. 

Perseverance 

Be persistent! Collective effort and persistence are fundamental for making cultural 
change. Small winscan have a cumulative effect. 
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Modeling the Alternative 

As the now popular expression says, "Be the change you want to see." 

Practice the message in yourbusiness school - it'san organization, an employer, a 
testing ground. Be graciousand inclusive to the staff; discovertheir hidden talents; see 
if they might be interested alliesin yourleaming and change projects. Be an active 
"bystander when you see inappropriate behavior, such as racist or sexist jokes. (See 
Ancona et al. Chapteron bystander roles.) Recycle in the cafeteria. Create inclusive 
and effective teams. Getthe business school involved in local economic development 
efforts. 

Institutional Memory 

Leave a legacy for future students. Make notes about what worked - and also record 
whatdid notworkso well and your analysis of why. 

On the one hand, the turnover every two years of each Net Impact chapter makes 
institutional memory a challenge. On the other hand, every yearthere is fresh energy 
brought to a Net Impact chapterand the chronic problem of change agents- burnout 
- can be averted. Aseach cohort makesa change and redirects the discourse of their 
business education, there can be a cumulative impact. 
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Appendix C: Resources for Change 

In this section, we emphasize resources provided by Aspen BSP and programs of the 
World Resources Institute (WRI). 

Question to the Reader What resourcesare not here that should be? Which resources, 
if any, are obsolete? Aspen BSP and Net Impact would love to hearfrom you. Please 
send usyourrecommendationsfor resources you have found helpful, and we will add 
them to the guide. E-mail caseplace(gaspeninslitute.oiq . 

Aspen BSP Resources 

• Beyond Grey Pinstripes : A Ranking of the Efforts of Business Schools in Social and 
Environmental Areas. www.BeyondG ieyPinstripes.org . 

This biannual ranking and report, produced collaboratively by the Aspen Institute 
Business and Society Program and the World Re sources Institute, highlights the most 
innovative MBA prog rams and faculty infusing environmental and social impact 
management into the business school curriculum. The report and website 
( www.BeyondG re vPinstripes.or( ) are tools for prospective and current business 
students, administrators, faculty, and corporate recruiters to compare MBA curricula 
and benchmark programs. 

This resource will help you situate the efforts of your school more broadly among 
business schools. If yourschool isatthe top, use this fact for leverage to maintain 
excellence. If yourschool is not performing aswell asothers, use thisfactto spur 
change. 

• CasePlace.oiq - Developing beadeisfora Sustainable Society : A Free Website with 
Teaching Materia Is resources on Social Impact Management, www.caseplace.org . 

Thisdynamic website directs students and faculty to materials— cases, business press 
articles, books, and syllabi —from a wide array of sourcesthat can be imported into 
teaching and research in a variety of business school disciplines. Studentsoften report 
that faculty members reply to their requests for new content by challenging them to go 
find some. CasePlace.org can help. 

• Business Leaders Dialogues 

Ultimately, business schools and business students care that business leaders are 
concerned about environmental and social impacts. Through the Business Leaders 
Dialogues (BLD), Aspen BSP convenes international leaders from all sectors to reflect 
and take part in frankdiscussionsaboutthe role and purpose of the corporation in 
society. The Dialoguesare designed to work on three levels: the individual level, where 
participantscan rethink their role and responsibility in their particular position; the 
institutional level, where participantscan considerfirm practicesand policy; and the 
global orregional leadership level, where participantscan reflecton how the assetsof 
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theirown institutions- the considerable insight, market research, problem-solving skill 
and talent- mightbe even more creatively applied in areasspanning the environment, 
poverty alleviation, and global health. You can contact info@a spenbsp.com for more 
information showing that high level leaders have real concemsabout integrating 
business with social and environmental issues. 

• Net Impact www.netimpactom . 

By starting a chapterand becoming a member of Net Impact, you join thousandsof 
otherbusiness leaders and studentswho are actively working to improve their 
communitiesthrough the powerof business. Locally and internationally, Net Impact 
offers dozens of programs, publications and resources to help you use your business skills 
forpersonal and professional development while creating social change. J oin Net 
Impactand enjoythe ability to: 

• Networkwith thousandsof socially responsible business leaders and 
students in person and online 

• Accesshundredsof internships and job postings, many ofwhich are 
exclusive to Net Impact 

• Receive weekly news updatesabout socially responsible business 
practicesand trends 

• Leam how you can use your business skills to help create a betterworid 

• Gain valuable experience through community involvement 

Programs from the World Resources Institute 

Case sbudiesand annotated guide to the case. The WRI cases incorporate 
environmental and sustainability issues into a wide range of disciplines. Information 
a bout the cases and how to obtain them are available on CasePlace.org. You can 
a Iso visit http :// www.wri.orci/wri/meb/ list.html . 

Business course syllabi. This electronic database of business school course syllabi 
demonstrates how and where numerous professors have integrated environment into 
their courses and whatteaching materialsthey have used. Visit: 

http ://bell.wri.orci/svllabi.cfm . 

Newsletters. The EnviroLink Newsletter, the quarterly electronic newsletter of BELL 
(Business- Environment Learning and Leadership), announces new developments, 
resources, events, and publishing opportunities, and keeps faculty and other BELL 
network members in touch with one another. To subscribe (orto sign up a professor), 
please e-mail sacha(5wri.orci . 

In addition free subscriptions a re available to students and academics to 

the Green Business Letter, a monthly newsletteron corporate environmental initiatives. 

Subscribers need only have an "edu" e-mail address. See www.qbl- 

subscribe.com/students/. 



Environmental Enterprise Coips (EEC). EEC provides consulting projectsfor MBA student 
teamswith environmental entrepreneurs in Latin America. Projectsare generally 
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available year-round for students to incorporate into coursessuch asFinance, 

Marketing, Entrepreneurship, Emerging Markets, orStrategy, orto do asan independent 
study. Over 200 MBA students have participated in EEC projects. See http://www.new- 
ventures.oro/eec .html . 

Conferences and Workshops. The annual BELLConferences, as well as periodic WRI 
regional and topical workshops, enable faculty to leam about leading-edge 
environment and business developments, network with their peers, and discover 
teaching innova tionsand resources. Studentsare also welcome to attend (orto 
propose a workshop). 

Other Prog rams and Resources 

An increasing number of organizations have briefings and programs that can support 
yourchange efforts. See Web Resourceson www.CasePlace.orc formore 

Business for Social Responsibility (BSR). BSR isan international nonprofit organization 
helping companiessucceed while respecting "ethical values, people, communities and 
the environment". The BSR website highlightsexamplesof socially responsible business 
practicesworidwide, and provides information about conferences, other resources and 
activitiesof its membercompanies. Its issues briefings a re of use to faculty and 
students. See www.bsr.orq . 

Center for Corporate Citizenship (CCC) at Boston College. The Centerisbased on the 
idea that "every corporation isa citizen - an economic force touching many 
communities." They help corp orations take a strategic approach to being a good 
citizen. They offeran annual MBA best paper competition, in conjunction with Net 
Impact, which attracts excellent new thinking on the issues. See 
www.bc.edu/centers/ccc . 

Initiative fora Competitive Inner City (1C 1C). 1C 1C isa nonprofit organization with an 
emphasison "spark[ing] new thinking about the business potential of innercities, 
thereby creating jobs and wealth for inner-city residents" and tapping markets and 
business opportunities. The site provides research briefingsand information on 
upcoming events, such as itsconference, which both faculty and students attend. See 
www.ic ic.orc and www.workforceadva ntaqe.org (a joint project with J obsforthe 
Future). 

Social Venture Network (SVN). SVN is the project of a "global network of pioneering 
entrepreneurs who ... are helping to transform the way the world does business." SVN 
foe uses on socially and environmentally sustainable business. Its members have 
"launched new enterprises, taken a stand on public policy issues and improved their 
own 'triple bottom line' performance forpeople, planet, and profits." See 
www.svn.org . 
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World Business Council for Sustainable Development (WBC SD). The WBCSD is a group of 
overl50 international companies interested in sustainable development through 'the 
three pillars of economic growth, ecological balance and social progress". See 

www.wbcsd.ch . 

The Wo rid Bank Institute. The rapidly expanding program at the World Bank Institute 
seeks to address the need fora better understanding ofthe role of business in society, 
focusing on issues of competitiveness, social responsibilities, and reputational risk 
management. See www.woridbank.orci . 

United Nations Global Compact The Global Compact’soperational phase was 
launched in 2000. The Secretary-General challenged business leaders to join an 
international initiative - the Global Compact- thatwould bring companiestogether 
with UN agencies, laborand civil society to support nine principles in the areasof 
human rights, laborand the environment. See www.unqlobalcompact.org . 



